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Abstract 
City branding has been emerging in branding literature. In this perspective, cities can be branded as well as a product or a service. 
Moreover, stakeholders play critical role in branding process of a city. In a city, there are various stakeholders like visitors, 
residents, public institutes and non-governmental organizations. As different stakeholders may have different city brand attitudes, 
the purpose of the study is to examine the brand attitudes of entrepreneurs towards Muğla province with structural equation 
modeling (SEM). The findings of the structural model indicate that nature, business opportunities and networking, and 
governmental services affect the attitudes of entrepreneurs whereas local transportation, accessibility of the city, social bonding, 
cultural and shopping activities do not. Additionally, there is a tight relation between the attitudes and behavioral intentions of 
entrepreneurs regarding the city brand. 
1. Introduction 
All organizations, no matter they are for profit or not, struggle with cutthroat competition. Strategic brand 
management is a tool that gives long-term competitive advantage to organizations in order to cope with competitors. 
Nowadays, branding literature has been spreading to various areas. As well as products and services, ideas, people and 
places can be managed strategically as a brand. In this sense, place branding is an emerging field in brand management 
where branding strategies and tools are employed for the development of places to enrich economic, social and 
cultural values of them (Zeren, 2012:97). Place branding, which attracts the attention of both academicians and 
practitioners, can be discussed in different scales. According to Caldwell and Freire (2004), place branding means the 
branding of countries, regions and cities. Furthermore, places (in country, region or city scales) develop brand 
management strategies like the management of a product and a service brand, although there are some distinguishing 
points (Freire, 2005:348). Thus, places in general, specifically cities, put in for branding to survive in global 
competition, to be valuable and distinctive, and to increase its preferability (İçli and Vural, 2010:259). 
Almost every popular city in the world, competes to be worth to visit, to be more liveable, to offer work and 
investment opportunities. As “Stakeholder Theory” suggests paying regard to the interests of stakeholders, the ability 
of a city to meet the needs of its stakeholders is substantial. Since the city brand is consumed by diverse stakeholders 
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simultaneously; different views, perceptions and attitudes of different target groups need to be examined. In this 
context, the study focuses on entrepreneurs as a stakeholder within strategic city brand management. With a literature 
overview on city branding, the study aims at examining the attitudes of entrepreneurs towards Muğla, a city which is 
located in southwest of Turkey. 
2. Literature Review  
2.1. City Brand Management 
In time where off-brand products cannot survive in markets, the importance of strategic brand management is 
getting stronger. Besides the dominance of strategic branding, its scope is expanding because brand management 
appears in unimaginable fields. According to Freire (2005), not only should products and services develop a system of 
brand management focused on their identity that helps develop a coherent execution, but places should also develop a 
similar brand management system. 
In spite of the fact that tourism is dominantly in focus within brand management of places, city branding has a 
broader meaning than destination branding which is rooted in tourism management (Yayınoğlu, 2010:7). Interest in 
place branding is no longer restricted to those towns, cities, regions, and countries that are viewed as tourist 
destinations (Hanna and Rowley, 2013:1782). Accordingly, whether it is a tourist destination or not, developing 
branding strategies for cities to survive has become unavoidable (İçli and Vural, 2010:260). In this sense, city 
management is no longer limited to traditional public administration; it has turned into “a product” to be branded 
(Yayınoğlu, 2010:1). 
In plain language, city branding means “the application of product branding to places” (Kavaratzis and Ashworth, 
2005:508). In other words, city branding “is the indicators of activities carried out by the cities which desire to be a 
center of attraction for existing and potential customers and aim to form positive attitudes with the application of 
product or service branding strategies in order to enrich its outputs in the minds of target people” (Zeren, 2012:97). 
Therefore city brand management refers to targeting to direct and lead the mental maps of people in order to transform 
the existing and potential needs to desired form (Kavaratzis and Ashworth, 2005:507). In this context, to succeed in 
city brand management, a sophisticated stakeholder management system that analyzes both functional and 
psychological needs is required (Merrilees et al., 2012:14). Strategic Place Brand Management model (SPBM) (see 
Figure 1) proposed by Hanna and Rowley (2011) affirms the strategic position and importance of stakeholder 
management because the model starts and ends with it as well. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Strategic Place Brand Management model (SPBM) 
 
  Source: Hanna and Rowley, 2013:1784 
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Stakeholder management refers to the methods used to identify stakeholders, their interests, and the management of 
their interactions (Hanna and Rowley, 2013:1787). Due to the fact that the management of diverse stakeholders’ is at 
the heart of city brand management, it is needed to be in touch with different stakeholder groups to create a successful 
city brand. 
2.2. Stakeholders in City Branding 
The needs, wants and likes of consumers gradually vary in parallel with the development in IT technologies and in 
almost every market, branding strategies as underpricing, offering high quality and favorable payment options do not 
always guarantee “sustainable” competitive advantage under intense competition. Thus, consumer-based branding 
enables sustainable competitive advantage (Taşkın and Akat, 2008:42). Moreover, the basis of marketing lies in 
understanding the needs and wants of (potential) consumers. City branding is a “consumer-oriented” philosophy as 
well (Sezgin and Ünüvar, 2011:50). Moreover, according to Kavaratzis and Hatch (2013), stakeholders are the most 
significant part of city branding. City branding, undertaken with a traditional approach solely for tourists at first, has 
turned to a field where more interaction and diversification is in subject in terms of stakeholders (Yayınoğlu, 2010:9). 
Arguably, the purpose of city branding accords with to create a destination brand for tourists or a strong brand for 
residents, reaffirming their decision to stay in the city, or to attract business investment and internal migration. 
(Merrilees et al., 2013:38). 
To understand who the stakeholders in city branding are, stakeholder concept must be dealt first. As the number 
and the expectations of groups that stake a claim on all organizations, either for profit or not, accelerate; the reason for 
existence of organizations, in other words, to whom those organizations serve or whose interests and purposes are 
needed to be placed to the forefront has become highly questionable (Ülgen and Mirze, 2007:423). Thus, it is 
reasonable that management theories are easily applied to public administration and city management fields (Anderson 
and Nielsen, 2009:308).  Where we stand in city branding is the management of cities in an organizational way 
(Apaydın, 2011:7). As the stakeholders in a city are diverse, one of the management theories enlightening stakeholder 
management in city branding is Stakeholder Theory (see Garrod et al., 2012; Merrilees et al., 2012; Karavazaki, 2013). 
The theory was detailed in R. Edward Freeman’s book named “Strategic Management: A Stakeholder Approach” 
(1984); it identifies and models the groups which are stakeholders of a corporation, and both describes and 
recommends methods by which management can give due regard to the interests of those groups. In short, it attempts 
to address the “Principle of Who or What Really Counts” (www.en.wikipedia.org). From this point of view, the 
stakeholder in city branding is defined as “all the people and organizations that are important for the functioning of the 
city” (Braun, 2008:49). Several studies focus those stakeholder groups with various labels (see Table 1). 
 
Table 1. Several Stakeholder Groups Categorized By Different Studies 
 
Categories I II III IV 
City’s Users (van den Berg 
et al., 1990; Ashworth and 
Voogd, 1990) 
residents companies visitors  
Target Markets of Place 
Marketers (Kotler et 
al.,1993; 1999) 
residents and 
employees 
business and industry visitors export markets 
Place Customers (Rainisto, 
2003; Kotler et al., 2002) 
new residents producers of goods and 
services, corporate 
headquarters and regional 
offices 
tourism 
and 
hospitality 
Outside investment 
and export markets 
General customer groups 
(Braun et al, 2003) 
(potential) 
residents 
(potential) companies (potential) 
visitors 
(potential) 
investors 
 
Source: Braun, 2008:50 
 
As it is clear in Table 1, the structure of city branding stakeholder groups is multi-dimensional and more 
complicated in comparison with traditional branding (Merrilees et al., 2012:4). Thus, it is possible that city brand has 
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multiple meanings for different stakeholder groups because a city may be a place to maintain his life, a place to set up 
a business or to invest or may be a place to visit. So it is worthwhile to focus on different stakeholders as much as 
possible and to develop branding strategies that meet potential differences between those groups (Zenker et al., 
2010:4). 
2.3. Brand Attitude of Stakeholders towards City Brand 
Individuals, as a consumer at the same time, develop an attitude towards so many things from people to objects in 
daily life. According to Petty and Caccioppo (1986), an attitude is a hypothetical concept that is referred to all negative 
or positive ongoing considerations and feelings towards a person, an object and an event. On the other hand, brand 
attitude is “the level of like or dislike of a consumer concerning a brand or the level of negativity or positivity of a 
consumer about a brand” (Çakır, 2006:70). Brand attitude is determinative on purchasing, more clearly consuming 
behavior. Hence to know how brand attitude drives consumer decisions is important (Erdem, 2010:47). Moreover, a 
city brand strategy is only as good as it is when people- or stakeholders- actually experience the brand that they begin 
to form positive attitudes and behaviors about the city (www.placebrands.net). This is because city branding is the 
result of diverse stakeholders’ attitudes and behaviors (Sezgin and Ünüvar, 2011:50). Consequently, to analyze the 
negative or positive attitudes of stakeholders towards a city contributes to the success of city brand management. 
Residents and visitors were commonly studied in city branding literature, whereas entrepreneurs- one of the major 
stakeholder groups- were overlooked. 
3. Methodology  
3.1. Research Goal and Hypothesis 
This study aims to examine the attitudes of entrepreneurs, as one of the stakeholder groups to be managed in city 
branding, towards defined city brand elements and to test the relation between their attitudes and behavior (see Figure 
2). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Research Model 
 
 
 
 
Attitudes of 
Entrepreneurs 
Social Bonding 
Governmental Services 
Local Transportation 
Accessibility of City 
Nature 
Business Opportunities and Networking 
Behavioral Intentions of 
Entrepreneurs 
Cultural and Shopping Activities 
City Brand Elements 
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Correspondingly, the hypotheses of the study are following: 
 
H1: Local transportation has a significant positive effect on the attitudes of entrepreneurs. 
H2: Accessibility of city has a significant positive effect on the attitudes of entrepreneurs. 
H3: Nature has a significant positive effect on the attitudes of entrepreneurs. 
H4: Business opportunities and networking have a significant positive effect on the attitudes of entrepreneurs. 
H5: Social bonding has a significant positive effect on the attitudes of entrepreneurs. 
H6: Cultural and shopping activities have a significant positive effect on the attitudes of entrepreneurs. 
H7: Governmental services have a significant positive effect on the attitudes of entrepreneurs. 
H8:There is a significant positive relationship between the attitudes and the behavioral intentions of entrepreneurs. 
3.2. Sample and Data Collection 
A field survey using face-to-face questionnaires was employed for data collection with SME owners in Muğla 
province. The universe of study is all entrepreneurs who are registered to the chamber of commerce in the city. Total 
number of entrepreneurs who meet that criteria is 3851. However about 370 entrepreneurs have accepted to participate 
in and fill out the questionnaire. Some questionnaires were eliminated because of inconsistent answers to control 
items. So the number of questionnaires that are available to be tested is 342.  
Besides, data were obtained from that sample through convenience sampling. Participants dominantly ranged in age 
between 26-45. Approximately 35% of entrepreneurs were female and 65% were male. The distribution of sectors 
they run business was quite wide and ranged from education to beauty and care but the level of entrepreneurs in 
tourism sector was the highest (14,3%). The education level of participants have centered in high school (32%) and 
bachelor degree (40%). 
The city brand element items asked in questionnaire to participants have come from related literature (Kozak, 2001; 
Hankinson, 2004; Freire, 2009; Merrilees et al., 2009; Merrilees et al., 2012; Zenker et al., 2013); city brand attitude 
items were taken from Merrilees et al., 2012 and Kemp et al., 2012; behavioral intention items belong to Mathur 
(1999), Hou et al. (2008) and Tang et al. (2011) then adopted to a city situation. Moreover, this study has employed 
Structural Equation Modeling (SEM) to investigate the causal relationships between city brand elements and brand 
attitudes and then behavioral intentions of entrepreneurs as Figure 2 illustrates.  
 
3.3. Structural Equation Modeling (SEM) 
 
SEM is an effective method used in various disciplines range from medicine to marketing. The reason for extensive 
usage of SEM is explicitly consideration of measurement error concerning observed variables (both dependent and 
independent variables) in a model (Bayram, 2010:1). Moreover, its success especially in testing complex models, 
feasibility of multi-analysis at once, offering some rearrangements regarding structural relationships in the model, 
providing more detailed output about moderation effects support the usage of SEM in hypothesis testing and model 
building (Dursun and Kocagöz, 2010:2). A number of software programs can be used for SEM. Some of those are 
AMOS, EQS, LISREL and Mplus (Bowen and Guo, 2011:5). In this study, AMOS 17.0 using the maximum 
likelihood estimation method was employed for the analysis. 
 
3.4. Findings of SEM 
 
A confirmatory factor analysis was conducted to test the validity of research model. As shown in Table 2, the 
overall model fit statistics prove that the model is acceptable to represent the hypothesized constructs (χ²/Df=0,654, 
GFI=0,997, AGFI=0,981, RMSEA=0,000, SRMR=0,000). Thus, the model for testing the city brand elements on the 
attitudes and behavioral intentions of entrepreneurs is valid. 
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Table 2. Fit Statistics of Research Model 
 
FIT 
STATISTICS 
GOOD FIT ACCEPTABLE FIT LEVEL FIT LEVEL 
χ²/ Df 0≤ χ²/Df ≤2 2< χ²/Df ≤3 3,921/6=0,654 Good fit 
RMSEA 0,00≤ RMSEA ≤0,05 0,05< RMSEA ≤0,08 0,000 Good fit 
SRMR 0≤ SRMR ≤0,05 0,05< SRMR ≤0,10 0,008 Good fit 
GFI 0,95≤ GFI ≤1 0,90≤ GFI <0,95 0,997 Good fit 
AGFI 0,90≤ AGFI ≤1 0,85≤ AGFI <0,90 0,981 Good fit 
 
Source: Schermelleh-Engel et al., 2003 
 
As fit statistics of research model confirm its validity, Table 3 shows the regression coefficients of structural model. 
Hereunder; nature (H3), business opportunities and networking (H4) and governmental services (H7) have a 
significant positive effect on the attitudes of entrepreneurs towards city brand. Moreover, there is a statistically 
significant relation between the attitudes and behavioral intentions of entrepreneurs (H8) in the city. Additionally, the 
findings of structural model show that local transportation (H1), accessibility of city (H2), social bonding (H5), 
cultural and shopping activities (H6) do not have any influence on the attitudes of entrepreneurs regarding city.  
 
 
Table 3. Regression Coefficients of Research Model 
 
Structural Path (Hypothesis) Beta t P value 
Local Transportation ---> Attitude (H1) -0,096 -1,328 0,184 
Accessibility of City ---> Attitude (H2) 0,062 0,825 0,409 
Nature ---> Attitude (H3) 0,382 2,492 0,013 
Business Opportunities and Networking ---> Attitude (H4) 0,454 5,139 0,000 
Social Bonding ---> Attitude (H5) -0,032 -0,383 0,702 
Cultural and Shopping Activities ---> Attitude (H6) 0,075 1,31 0,190 
Governmental Services ---> Attitude (H7) 0,227 2,147 0,032 
Attitude ---> Behavioral Intention (H8) 0,538 11,507 0,000 
 
The results of structural equation modeling are shown in Figure 3. According to Figure 3, the attitudes of 
entrepreneurs are affected by nature of the city, business and networking opportunities in the city, and governmental 
services offered in the city. Furthermore, one unit increase in nature causes 0,382 unit increase in attitudes, whereas 
one unit increase in business opportunities and networking results in 0,454 unit increase and in terms of governmental 
services, a unit increase elicits 0,227 unit increase in attitudes. In addition to those effects, one unit increase in 
 
 Statistically significant at p value of 0.05. 
 Statistically significant at p value of 0.01. 
 
 
491 Funda Kaya and Mehmet Marangoz /  Procedia - Social and Behavioral Sciences  150 ( 2014 )  485 – 493 
attitudes, which is under the influence of city brand elements, causes 0,538 unit raise in behavioral intentions of 
entrepreneurs as a stakeholder in city branding. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3. Revised Research Model  
4. Conclusion 
Branding, which has a multi-dimensional structure, may gain various meanings with different perspectives and 
interests of stakeholders when it is discussed on cities. Moreover, cities need to consider branding in a wide range of 
contexts, and in respect of the strategic management of various stakeholders (Hanna and Rowley, 2013:1782). The 
related literature highlights the examination of different stakeholders in city branding. According to Merrilees et al. 
(2012), the reason is that different stakeholder group use different filter to interpret a city brand. In other words, 
different stakeholders may have different city brand attitudes so particular city brand strategies must be developed in 
order to attract a specified group.  
In this study, entrepreneurs are in focus as a stakeholder group in a city. Because entrepreneurs play a key role both 
in economic development of a city and in interactions across other stakeholder groups like residents and visitors. 
According to Braun, there is an interactive and interconnected environment across those groups. For example, 
companies may look for a high-quality residential environment on behalf of the (high-educated) staff they want to 
recruit for and keep within their business (Braun, 2008:59). So the examination of entrepreneurs is necessary in order 
to manage this stakeholder group in city branding. Because as it is mentioned earlier, different stakeholders may seek 
different city brand elements and may develop their attitudes distinctively than other stakeholders.  
In order to see which city brand elements are significantly effective on the attitudes of entrepreneurs, the data were 
subjected Structural Equation Modeling (SEM). Regression analysis could be also used to examine the model. But 
SEM is a more powerful alternative to multiple regression and it enables for the estimation of multiple and inter-
related dependent relationships simultaneously (Kemp et al., 2012:126). The research model has exhibited good fit 
according to Schermelleh-Engel et al. (2003) (see Table 2). The findings of structural model indicate that nature, 
business opportunities and governmental services- among city brand elements- form the attitudes of entrepreneurs 
(H3, H4, H7 were accepted). Nature of the city is an effective city brand element on the attitudes of entrepreneurs- 
bearing in mind the dominance of sample in tourism- because Muğla is a world-renowned touristic destination famous 
for its districts as Bodrum, Fethiye, Datça and Marmaris which have natural beauties like sea, beaches, mountains, 
lakes etc. Moreover, the city has huge marble reserve capacity that is nature-related source for entrepreneurs. Business 
opportunities and networking’s being the most effective city brand element for entrepreneurs is an expected result. 
This is because business opportunities that the city offers to entrepreneurs affect the attitudes to do business. This 
finding complies with Merrilees et al. (2012). Their study indicates that when viewing the city brand as a place to 
run business, the business owners regard business opportunity as a much stronger predictor of city brand 
attitude (Merrilees et al., 2012:12). Moreover, within business opportunities, networking between (potential) 
entrepreneurs is another significant city brand element on the structure of attitudes. Furthermore, 
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entrepreneurs in the city are residents at the same time, so governmental services’ effect on the attitudes of those 
stakeholders is very reasonable. Additionally, governmental services include items as energy supply and security of 
the city that may be assumed necessary elements while doing business. The structural relationship between the 
attitudes and behavioral intentions of entrepreneurs was statistically proved (H8 was accepted). The attitudes are 
regarded as the most important indicator of behavior (Şimşek et al., 2011:75). In other words, the more positive 
attitudes cause more positive behavioral intention towards a city as an entrepreneur.  
To conclude, branding strategies have been expanded to many fields. One of the emerging fields that benefits from 
strategic brand management is cities. Many studies and researchers affirm the applicability of traditional branding 
strategies to city situation (see Kavaratzis, 2004; Freire, 2005; Parkerson and Saunders, 2005). But some specific 
differences arise when traditional branding strategies are applied to city management. The most salient point is the 
diverse stakeholders because the success of city branding lies in the management of stakeholders. In order to achieve 
success in city brand management, and as Stakeholder Theory suggests, a comprehensive understanding of 
stakeholders is necessary. Due to the fact that business environment is a critical dimension among stakeholders in city 
branding, city managers or local authorities need to understand the attitudes of entrepreneurs towards city brand 
elements. To attract that group to the city; nature, business opportunities and networking, and governmental services 
can be promoted within city brand management. However, these findings are specific to Muğla and entrepreneur 
sample so the limitation of the study stems from its generalization difficulty. For further studies, it is highly 
recommended to take other stakeholders (may be other places) into the scope of analysis. 
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